Abstract-The world is witnessing a significant change in the global economic dimension in recent years; this change is reflected in the transformation from traditional commerce to electronic commerce. Confirms this shifts the indicators and statistical estimates the growth of individuals online shoppers in the whole world. Through follow-up of these indicators is clear to the observer different shopping patterns from one country to another and from one society to another. The aim of this study is to identify the consumption patterns used in electronic shopping by the Saudis. To achieve this aim, the on-line questionnaire was used and the respondents were 472 participants. The results showed the lake of use and adoption on-line shopping although the high number of Internet users and increase the experience to use the computers and the Internet by Saudis. Also the results showed that the top five factors that encourage the Saudis to electronic shopping are as follows: Save time, cheaper, easy and faster shopping and delivery services.
I. INTRODUCTION
Recent statistics showed a growing number of Internet users to shop online around the world, especially in the developed world. This is because the difference between developed countries and other developing countries to technological development experienced by the Western industrial societies as one of the reasons leading to this marked difference.
More than 85 percent of the world's online population has used the Internet to make a purchase increasing the market for online shopping by 40 percent in the past two years. Among Internet users, the highest percentage shopping online is found in South Korea, where 99 percent of those with Internet access have used it to shop, followed by the UK (97%), Germany (97%), Japan (97%) with the U.S. eighth, at 94 percent. Additionally, in South Korea, 79 percent of these Internet users have shopped in the past month, followed by the UK (76%) and Switzerland (67%) with the U.S. at 57 percent. Globally, the most popular and purchased items over the Internet are Books (41% purchased in the past three months), Clothing/Accessories/Shoes (36%), Videos / DVDs / Games (24%), Airline Tickets (24%) and Electronic Equipment (23%).
On-line shopping is becoming increasingly popular. Online retail sales are estimated to grow from $172 billion in 2005 to $329 billion in 2010 [1] .
Research, Inc put out a new five-year forecast today predicting that e-commerce sales in the U.S. will keep growing at a 10 percent compound annual growth rate through 2014. It forecasts online retail sales in the U.S. will be nearly $250 billion, up from $155 billion in 2009. Last year, online retail sales were up 11 percent, compared to 2.5 percent for all retail sales [2] .
In Western Europe, Forrester expects a slightly faster 11 percent growth rate for online retail sales, going from $93 billion (68 billion Euros) in 2009 to $156 billion (114.5 billion Euros) in 2014. Forrester's estimates exclude online sales of autos, travel, and prescription drugs [2] .
Some other stats from the U.S. forecast:  E-commerce sales will represent 8 percent of all retail sales in the U. 
II. ON-LINE SHOPPING IN SAUDI ARABIA
The activity of electronic commerce in Saudi Arabia is witnessing remarkable real growth in the last five years in particular. Many of the indicators and statistical reports indicate that. A new major survey of the internet users in Saudi Arabia was concluded by the Arab Advisors Group in January 2011. The survey revealed that around 39% of adult internet users in Saudi Arabia buy products and pay for services online. The Arab Advisors Group conservatively estimates the number of these users to be around 3.1 million which is around 12% of the total population in Saudi Arabia. These e-commerce users have spent an estimated $3bn on buying products and paying for services through e-commerce transactions in 2010.
III. RESEARCH METHODOLOGY
A survey is usually used to identify the behaviour of groups of people, their attitudes and/or their opinions on a specific event or their background. Survey focuses on obtaining data from a large group of people (or events) in a standardised and systematic way [3] . Questionnaires are an efficient method used to collect data when the researcher knows exactly what to ask and how to measure the variables of interest in order to achieve relevance and accuracy [4] , [5] . Therefore, an online self-administered questionnaire was deemed to be the most suitable and practical method for collecting quantitative data for this study. As quantitative research, Statistical analysis used in this study is a descriptive analysis and frequencies to find out the opinions of the Saudis and their attitudes on the use of on-line shopping.
IV. SAMPLE DESCRIPTION
A total of 472 respondents were answer the questionnaire with 212 (45%) being female and 260 (55%) male. There was gender imbalance in those who participated in the study and this difference was statistically significant, p-value = 0.002. The age distribution for the respondents were 52.1%, 34.3%, 11.9%, and 1.7% in the age groups less than or equal to 25 years, 26 -35 years, 36 -45 years, and greater than 46 years respectively as shown in Fig. 1 . Of the total, 13.1% of respondents were educated to high school level or below compared to 5.9% with Diplomas, 56.8% graduates (Bachelor's degree), and 20.8% postgraduates (higher education) and 3.4% with other educational qualifications as shown in Fig. 2 .
Fig. 2. Educational groups for participants
Of the total, 408 respondents were less than 35 years (86.4%). Majority of the respondents were not in employment since they were students, 57.6% compared to 30.3% who were employed in the public sector, 10% in private sector and 2.1% are freelancers. 47.5% of the respondents were earning less than 3000 S.R, 12.3% between 3001 and 5999 S.R, 17% between 6000 and 9000 S.R and 23.3% earning more than 9000 S.R.
V. RESULT AND CONCLUSION
To achieve the objective of this study the respondents were asked to answer two questions, the first one was open question to explore the perspective of the participants about the on-line shopping.
Q1 In your opinion, what are the most important five factors that encourage you to shop on-line?
The results showed that the top five factors that encourage the Saudis to electronic shopping are as follows: 1) Save time 2) Cheaper 3) Easy 4) Faster shopping 5) Delivery
As expected, the results showed that the Saudis have sufficient awareness of the benefits of on-line shopping namely, saving time, cheaper price, ease of use and speed of shopping. The Saudis give e-delivery service (absent in S.A) much attention and acknowledge it as one of the benefits of on-line shopping. Compared to traditional shopping involving time and effort, online shopping from home or office saves time and is very convenient. Moreover, e-shoppers can have access to different websites and can discover many types of goods or products. They can compare quality and price regardless of the location of the seller without leaving home. The easiness and speediness of on-line shopping is one of the advantages of on-line shopping. The designers allocated lots of efforts to simplify the process of on-line shopping by design friendly interface. Nevertheless, increase of experience can overcome the difficult and complex task one faces by re-use on-line shopping. The house delivery service is one of the most important requirements for e-on-line shopping for the Saudis. This leads to an important fact, namely that the absence of this service may be one of the barriers to the adoption of on-line shopping in Saudi Arabia. The sixth importance factor according to the users is the lack of availability of some products in local markets, and this may be due to the existence of restrictions on these products. Electronic shopping to the Saudis is considered as an important opportunity to access the world markets to buy what they need. For women in Saudi Arabia, the inability of women to move and go out for shopping only with a relative (the principles of Islam) as well as the inherited habits is one of the motivators to use on-line shopping. An advantage of on-line shopping is to overcome these obstacles. Factors such as privacy trust and security comes in lower level of importance from the users' viewpoint. They are considered as barriers to use on-line shopping and are not encouraging factors.
The second question is about the frequencies use of on-line shopping activities.
Q2
How frequently do you use e-commerce for the following services?
All the activities in the Table I are listed under the umbrella of e-commerce, including buying through the Internet which is the subject of this study. The purpose is to avoid any ambiguity in the question, to allow the respondent to choose the right activity without any doubt or hesitation, and to know what type of activities are practiced by the Saudis when browsing the Internet. In addition the question is meant to highlight the depth of the problem of people's reluctance to use online shopping.
The results in the table below showed that paying utility bills was the most commonly activity used on the internet, where 50% use it constantly, 18% occasionally (M = 3.93). Banking services activity was ranked second, with 41% of constant users and 20% occasional users (M = 2.73). Exchange of information was ranked third, with 36% using it constantly, and 17% using it occasionally (M = 2.55).
In contrast, activities such as buying, selling, and auction had the lowest users' frequency, where 77% do not sell via the Internet (M = 1.35) and 74% do not use auction (M = 1.45). 49% of internet users in Saudi Arabia never buy online and 17% rarely buy online. Only 12% are buying constantly with very low average of 1.97. These figures give a clear picture of the extent of the problem under the current study. These findings are consistent with studies that emphasize the low turnout of electronic shopping by Internet users in Saudi Arabia.
This fact is supported by the answer to the question, how long you have been using on-line shopping: 44% replied they do not use it at all, 11% replied less than one year. When asked on weekly basis, how many times do you use on-line shopping, 57% said they do not use it at all, 31% said they use it once a week. Fig. 3 illustrates the frequency distribution of the various activities of electronic commerce. 
